Background: Achievement of Clean and Healthy Behavior (PHBS) in public places in Bantul Regency, Yogyakarta was only 54.55% in 2015. This figure decreased as low as 50.91% in 2016. The purpose of this study was to determine the factors associated with clean and healthy behavior in market community using Theory of Planned Behavior. Subjects and Method: This was an analytic observational study using cross sectional design. This study was carried out in Imogiri traditional market, Bantul, Yogyakarta. A sample a 165 people from Imogiri market community (buyers, sellers, managers, parking attendants) were selected for this study by accidental sampling. The dependent variable was clean and healthy behaviors. The independent variables were attitude, subjective norm, and perceived behavior control. The data were collected by questionnaires and observation sheets. The data were analyzed using path analysis. Results: Clean and healthy behavior was directly and positively influenced by positive attitude (OR= 2.41, p= 0.016), favorable subjective norm (OR= 2.37, p= 0.018), strong perceived behavior control (OR= 2.13; = 0.033), and strong intention (OR= 2.12; p= 0.034). Intention to have clean healthy behavior was positively associated with attitude (OR= 2.17; p= 0.030), subjective norm (OR= 2.52; p= 0.012), and perceived behavior control (OR= 2.55; p= 0.011). Conclusion: Clean and healthy behavior is influence by positive attitude, favorable subjective norm, strong perceived behavior control, and strong intention.
